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odd buymanship is a lot of different things to a lot of different ee 
you would find it pretty hard to locate an exact dictionary definition of 
ae fo words , used in the sense that we are using them today. 


te I suggested that you look up salesmanship, you could be pretty confident 
f finding a good definition, In fact, you could. just say that salesmanship is 
h art of selling ... fig L SupEese that would be a Good. saute penis dian Wath 


of course, the meaning of "food" is pretty obvious. “the ae says 


"Buy" means "to acquire va giving a Bane + 8s ne ie as opposed to 


- And an of course, -is the human element, meaning here nee only men but 
rone who does payne: 


0 Pe those Eipathar ‘8 eee you have the art. ion seiit of L_of purchasing food. 

2 ae. salesmanship is the art or skill of of selling | ee. and buymanship is the art 
Kill of buying ... then, buymanship can be termed the opposite of salesman- 
De And in many ways, it is just that. 


Before we go any further, let's define or explain another point. When we 
of salesmanship, we usually mean good salesmanship. For instance, you've 
it said that a man used salesmanship in selling this item or in putting 
idea over. He did a good job. The same connotation is applied to buyman-— 

We consider it usually to be good buymanship. But like any art or skill, 
#itc penehip and buymanship both vary from the level of excellence to pretty 


Means Different ‘Thin ngs to to Different People 
As I pointed out in. the first sentence, food buymanship means a “lot of 
8 mted at the Third nat Marketing School For Extension renenazom in Massachu- 
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eo rst, Mass. This talk was presented at the October 5th session at 9 a.m. 


“price nas. ‘to all of ‘these things. She must be able to recognize 


What does food eine Vs, mean : a consumers - jeee B. prediibeney 4 
“handlers .., and to the people who work Ww: with consumers? ee bk 
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education. 


For one eee food EAnaHeD eaters be the skill Laat consumexeaee 
payne | the. food. Supply for the ts New Bl ibtet the ae fa ie for the se 


than the commonness. and frequency of its occurrence Haas ‘indicate. 
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Many. Factors Involved Mh ais 


Food Poem ars involves the consumer in the recognition, soe and 
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K 


of that consumer and that consuner!'s ea 
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Takes: ite, for inbeance, Thene* must. ct Beet pions ‘on whether the pri 
for an item is within the Toes eae, can pea Be ee shea 


is eed Vaiss “| 


As far as service is concerned, the food shopper, must decide whether 


oe ee 
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WiLL gO. to waste. 
Te: mentioned these’ one by oné.: Mane really iene are. say niotny mg A 
ee Decisions on price must’ bring into consideration the matter of « 
quality and service. Decisions on quantity must give attention to prices | 
and use. ‘And so on down the awe | i 
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Basis For Decision 


the consumer needs some | basic for fhe ae all of these decisions . 
basis for ne the food supply’ a 


She needs to. Lede nae are edd bsbetubee a giveminuare shoicheuas 
to take those ‘substitutes or alternatives, She must. know the. Pelath ” 


turphermiors, she. must” know Bickers! ‘she can buy. the things she nosds. +s 


In buying many of the items’ on ae food shopping list, she needs to know 
marketing scasons ... when a “particular crop is being marketed in volume .,. 
. she should buy her supply for canning or freezing ... when she should sub— 
a rte the item for other less ple eee foods: She needs to know about 
> best cone ‘preserving, For Beamites she needs to know that Wolf Rivers may 

aa ike a tot of cae for the money eee Dut they are pretty poor compared 

| She needs to know that a Cortland has a 


ae I'm sure, the woman who docs the family food shopping must envy 
purchasing agent of industry. The es agent can draw up a rigid 


ie W, it. Then, he can dall for bids and take the lowest bid offcred. by a 
Brcfacturer’ 1 who builds the item to the oxact specifications wanted. ; 


Not so in the case of the food shopper, The very nature of such things as 
and vegetables prevent any cxactmess of specification. Fruits and vege- 
bles just don't grow that uniform, There wouldn't be much point to a food 
pper insisting that cach carrot in a bunch must be exactly so many hundreds- 
n—inch wide and so many long. ..» that the color must be an exact shade of 

h Orange ..., and that the green of’ the iis must be of so much intensity 
particular shade of green, 


No, there are wide ranges of quality to be considered in buying food ... 
es that need to be known and recognized. And uniformity is general rather 
ESpccs ific. 


ur 


Price Probably is Number One Factor 


_ Price probably is the most important of all the things that a consumer keeps 
nd when shopping. Ask any woman who approaches a counter what she goes by © 
|making her selection. Chances are that she will say "price," immediately ... 
after a moment's hesitation, she's likely to add .., "and quality." She 
y other things as well, But it may take her aminute or so to list them 


I suppose it is only natural that price should get the Number One position ,. 
nee it concerns the medium with which we make our purchases ... that green 
uff which never seems to go all the way around or last long enough. And you 
can sually find the same item, nough quality may pera at different prices, 


ie 


Choice Between Stores 


tts take, as an example, the experience of a resident of Amherst who wanted 
a new stove. She had pretty much decided on the particular stove she 
the size, the model, and so on. Then, she came to mattcr of price. She 


| —h— : EY 
_.ghopped around ... and she found that prices .... for this. on aig stove, eee 
were ranging all the way from $240 to 9329 ... 2 range of p89. 3 

The suggested retail price for this. particular stove was. Pal? at one time, 
Some stores were still reat it at that’ price, Ronee, a 

-In one ee the owner had not ‘been finding Gusinene any, ‘too “good. for some 
of the things he had for sale. But stoves were selling well. He figured he 
could make a little more profit on stoves. So, he boasted the price on the... 
model this woman was looking for to $329 ...+ hoping that he. could stall. sell. 
stoves at a level which was ten dollars above the suggested retail figure. 


Then, the wholesale price of this pote went down, And the Aenufaeeuree 
_ Suggested a new retail price of $269 eee & Grop of $50. from the previous cle 
ed price. At least one store adopted this. PGW. DELCO e/g si ce =i igs 


But one country—town appliance dcaler had low Overhead cate ‘he Figured he 
could cut his prices about 15 percent and still make a good margin of profits. 
and possibly increase his sales. So, he dropped the stove. price to 9240. 


In looking for a store at which to buy her new stove, this woman. found a 
couple of stoves that had $319 on the.. price tag ees LONE store with 3329 ... one 
with $269 ... and one store with 3240. It was the same identical model and size 
in all cases. 


Well, the consumer Bonene the. stove av "the store anion wanted S240 a 
she saved $89 in doing so.: 


“But to buy in this economical manner , sho had to know. the Aes of stoves .. 
where. they. could be bought ... what she wanted in the way of size and modcl .., 
what the manufacturer figured his stove should, soll for ....and then.what the 
individual stores were asking for it. And she had to know the sclling practices 
of the various stores. Mi se 


Many of you are probably thinking that she must have spent a lot of that 
489 in shopping around, She could have, of course. But in this particular 
instance, her trips to the various stores were in the course of buying other 
necessary things. 


Shoppin ing Around 0g 


_ Shopping around can bo overdone «sa and the cost. can. leas outweighuthe 
savings, . especially if the savings are relatively small. there are people who 
live right here in Amhcrst who go to Northampton to do their food shopping. 

And I'm sure that some of them, at least, end up paying more for their grocerics 
than if they bought them right here in town. 


“Incidentally, buying in quantity can lead to that same result many times. 
You buy something in quantity and save some money on the purchase. But unless 
you have a place to keep that quantity ... unless it maintains its quality 
until you use it ... you may be paying more than if you purchased it in amounts 
that you could use at one time. . 


A _ The savings in quantity purchases is like the profit in ice cream for the 

man who, runs a store or. an ice..cream parlor ... it's in the bottom of the can, 

And ih the ice cream melts or spoils or. loses its flavor before he sells what's 
in the bottom of the can, he doesn't get from his ice cream the main part of 


© 


Hee Ait yr Patan adhe ome) ee Pieper ert, 


buying of paint for example, I suppose a good share of the 
husetts homes contain some unused paint of one sort or another. 
the people who bought that paint actually needed only a pint or a 

_ But a gallon came cheaper, So, they saved money by buying the gallon. 
used the paint they necded, and put the rest in the cellar to use some 

ler time. Until they do use it, they haven't saved any money on that quanti- 
purchase. And you know, yourself, how it usually works out. When the next 
ion arrives to use some paint, you want another shade, or.you think the 

t you have is too old or too hard ov something else, And you go to the 

to buy another™ean, | Bui as, Ss 

ny eit | 


™s, 


Being a regular customer opens uy a regular source of items that are short 
upply and also many tines a better selection to choose from. People who 
from store to store seldom get prefcrential treatment or what might be 

ed regular-customcr treatment. 


- But there is need to do some Shopping around ... to check on what is being 
d, at what prices,’ in other stores ....to compare the price you are paying 
what you might: pay other places. But more than price must be kept in mind 


‘king such comparisons. 
Choice Within A Store 


That example of the woman who bought a stove, that I described a few min- 
S ago, is an cxample of the art of buymanship operating in choices between 
* Now, let's take an example of choices in the same store ... and this 
the field of food. It concerns a question winich probably presents itself 
many food shoppers every day of the year, and a question which apparently 
9esn!t get answered very well, if the buying practices Itve observed are any 
ndication. It's this matter of "In what form shall I buy the family's break- 
ust orange juice?" - ac 

‘Shall I buy fresh oranges and squeeze out the juice? 

Shall I buy canned orange juice? 

_ Shall I buy the frozen orange juice concentrate? . 

Let's take some prices. and choices that were available in Boston last 


That weck, the newspaper advertisements showed that one could buy fresh 
es at 43 cents a dozen, frozen orange juice concentrate at 27 cents a can, 


Or 
canned orange juice at 35 cents a can in Boston area chain stores. 


ne 


Here is what was available at the stores: 


1. Florida oranges in two sizes ... 200-count at 43 cents a dozen 
and a larger size, 176-count, at 49 cents a dozen, 


2. Florida oranges in mesh bags at 5 pounds for 45 cents. The bag 
. actually contained 10 oranges and weighed 54 pounds. 


Large size California oranges at 6 for 39 cents, 


4. California canned orange juice in large 46-ounce cans, labeled sweet-— 
) encd, and selling at 39 cents a can, vain 


“6. Florida 


Mie one bfand of frozen orange juice concentrate in n 2 6-ounea ar 
ae cat cents. | eo oan 


say 


¥e 
> 


ce uf eee prone ‘of frozen orange juice concentrate selling ab 
6ounce cans for 47 cents. : f wae 


Using a four-ounce serving as a basis, and fie guring out the amount 
juice obtained from each of these sources, and the prices. that, a four-o 
serving costs, no get eee results. oh 


The fear sonnce servings cost: 


-Thé unswectened Florida: canned orange juice in a. L6-ounce | ce 
‘The sweetened California orange. juice) ina ‘46 ounee can ~ 
The Florida canned orange juice in an ‘18 ounce can 
Frozen concentrate Brand C (6-ounce can, 2/47¢) — 
Frozen concentrate Brand A (6-ounce can, 27¢) 0% 
Frozen concentrate Brand B (6-ounce can, 27¢) 
Florida oranges (200 count) : 
Florida oranges (176 count) : 
eee ars oranges (large size) : Cane He ee 
On that par sree Un bar day, at those. particular prices, ie in Chat 
location, canned orange juice was the best buy as far as price was con 
providing the most in dollar value. And among the various. offerings. 
orange juice,.the unsweetened Florida juice, in the large size can, was th 
ceonomical choice. It provided a serving of orange juice for preakfa at 
cents cost. California fresh oranges, on the otner hand, hiss prov = 
same size eins at a cost of CN cents. Sea a pie Ks 


That was last winter. Now, take a look at some Se fours 
collected yesterday right here in Amherst ab one of: the local Oy 


Fresh Qranges 


California 280-count 55¢ a dozen 
California 200-count 65¢ a dozen 


_ Canned Juice 


Unsweetened large 46 ounce can -39¢ 
Unsweetened small 18-ounce can 19¢ 


Frozen Concentrate 
One brand 6-ounce can for 27¢ 


12-ounce can for 52¢ pat Re ren 
Another brand 6-ounce can for 27¢ - aie coh 


| 9.16 cents 
7.22 cents 


Bog teens 
4.15 cents 


4,48 cents 
4,32 cents 
he 48 gents 


Mat economical Sra siya from the seth ay view of price Binns “But good 
‘buymanship concerns consideration of more than price alone, 


lore Than Just Price 


‘There is the watter of flavor. Some people don't like canned orange juice. 
Som ‘people prefer the taste of fresh oranges to that of frozen concentrate. 
‘There are ¢ pele Vane teat: And to have the br ais orange Jueee satis- 


nat the juice aarvea neet the preferences of the family.. 


“There's the natter Be time to DIES and serve ens Ut ee A perro? who 


ha pete the netioe of food value, but here the consumer is at quite a 
lis: dvantage in knowing what the vitamin content and relative nutritional 
valucs of the orange juice are. Fresh oranges might, seen, at first thought, 

» the et source of vitamins. But they may have been picked before they 
They may have been held or shipped under conditions that 

e or (ae the vitamin content, Probably there isn't much difference, 


gon ely in the Mogi cinet content of orange juice an all thre e xO es - fresh, 
2 seis 


There's the matter of a place to to_store the juice. Frozen concentrate, for 
mple, has to stay frozen until it is mixed. Fresh oranges are highly 
OLS, Cans take up room. 


There! s the matter of quality, if you choose fresh oranges, THepete. the 

er of quality and taste in canned juice, things which vary greatly between 

nds and cven within the same brand depending on the time of the scason the 
ng was done. 


lso, there! s the matter of whether some other source of vitamin C might 
2 a better choice, since probably it's as a source of vitamin ¢ that orange 
va its importance at the breakfast table, 


. 1 of foes points, Bee Danie BN ee oe feel ‘that the ‘6 has Gea 
p acc: And from then on, she can buy her orange juice on the basis of 


\ 


Plicee na supplies are constant 
time nature based on season. ‘Fresh oranges 
and frozen concentrate some other ae, 


i. HANDLERS, 


Now, let us move along to the second ° group is the: foun listed’ anl 
consideration. This is the Handler group. And we're going to consider wh 
food “buymanwhip | of the consumer means to the people in this group, 
who are the salesmen who sell” the food. Wetll cont tne: the coe of 


ind’ the’? hore good food 1 bumanthip 7 he sees, the: better Ae the he “Wu 


fer oné thing, good ‘buyers are the easiest ‘to serve.~ “They” know Hea 
want, and they will take it when they sec it. ‘They know how: much they 
They know prices and what the values are, They may be fussy at tines. 
the cost. of: selling to a good buyer is Lower for toe retailer, 


. Ae ais a Good paying 


Tt ‘tell you of one example ‘of this us fo od bavi aeneel aera ef perso: 
It was in a chain store in Jast Braintree. A woman wanted to buy some : 
She went.up the produce counter as if she knew what she was doing, not a 
she accidentally strayed in that direction, She took a look at ‘the hea 
lettuce offered on the counter, picked one up carefully, lifted it to - 
weight, and then put it back. She looked at the price tag. Then, she r 
over and bought | a head of cabbage which she had ee scene Surveys a 
1itted fisies Judge’ its heaviness and Rae hay, a: 


J 


ni} 


I asked ‘ier why she made her decisions as. she did. “she sate 
to get something for a salad, I thought I wanted’ lettuce. But’ rae 
has been around too long. The heads are light for their size. 
of them haven't any size left. | Tae. Leaves are..broken. Some of the hee 
pretty badLy braised. And they're’ rather ¢ xpensive,’ too. Cabbage will 
just as well in my salad plans. It's much less expensive. These heads 
cabbage. oe of goo ts ims oe They've ek 2 a Lot OF food value. So, I bought | 
cabbage." ; . ple 


~ 


ee bravely asked a question about how Hee ana a Liked: ecbunee) ins 
lettuce, probably indicating by my tone of voice that cabbage was not 
an aristocrat in the vegetable Werte. She quite promptly told me that 
couldn't prepare any vegetable in a way that her husband would like, Ss 
calling herself'a good cook, Which ane or may not be oe aneians) ss 


i At any rate, that woman nea oat one wanted, knew: Nae He fing ou 
met’ her ideas of what it should Gah und feenetihe hesitate to oo a: 
ae that did do SO. 


Bs te 
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Sville,. She apparently wanted some cauli- 
1. She moved up to a counter that had some 
lower on it, and started picking up a few of the heads. She dropped one 
floor, knocked several others over into adjoining spaces, and then picked 
1e of the poorest of the heads on display, although all of the cauliflower 
slatively® good, Ma i aientte se ; 


he turned to the woman who accompanied her and said that she didn't think 
would do, and anyway frogen eauliflower was much cheaper. So, she tossed 
head of cauliflowen baek on the counter, ard moved on to the frozen food 
mn, picked out a box of cauliflower and .ut it in her basket, apparently 
sfied that she had made the best choice and was saving herself some money. 


This was at a tine when cauliflower of the fresh type was plentiful and 
ing at a low price in that areca. I don't recall the priccs now., But it 


Maybe she didn't want the trouble of breaking up the head and getting it 
edy. Maybe the varticular Joneses she was trying to keep up with bought 
zen cauliflower, But, more like ¥, she just didntt know what good buymanship 


Which Was Better? 


If you were a retailer, you night prefer to have the food shopper of our 
t example take some of the lettuce. It was perishable, and was perishing 
+ Youfd want to get rid of it. But Itm sure you'd find that food shopper 
siest to serve end the least exprnsive to wait on, 
The second woman didn't Know what she wanted, how much she wanted, and her 
action to price didntt show much reasoning. She is an example of the food 
opper who is hardest for the retailer to work with. She dropped his cauli- 
wer on the floor, She iaixed up his display. And while he may have made a 
ore cents on her purchase. of the frezen item, his girl had to 
about five or six minutes straightening up the display,which she might 
wore profitably put into selling people more food from a vantage point 
h she wasn't blocking off the counter from those customers, 


‘Those arentt the best examples. But they are two that I can assure you 
tuaily happened, 


' Inpulse Buying 


Let us consider this business of impulse buying. It has a definite place 
od buymanship of the best type, where substitutes and alternatives are 
ned, The food shopper who went to ouy icttuce and found cabbage a better 
s doing a type cf impulse buying, though you may prefer to call it a 
ioned impulse, | a le 


pan] 


But iipulse buying ean have many disadvantages ... as when you arrive home 
a quantity of apples bought cn the impulse, with no place to keep them, am 


then oe them go bad befor you use then 

importance to this matter of a place to 
many places in Amherst where storage would be 2° problen. | 
of students. But ina city like Boston or New York, ‘modern ¢ ‘i 
ease problem for many people 4 is food, meals and “space. eee: ge 


} i 
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And such a buyer can also make the 1 e 
retailer a hepeaee one, making it casier for him to sell her what she want 
eta hes it possible for hin to do that selling Job much less oxpensively 


ase ee oS : es aan. PRODUCERS © ne 
‘The third of our four ‘groups includes the progusens: the people who . 
duce the food, the sclling of which involves salesmanship, and the buying of. 
which by the: consumer, involves food buymanship. The question we- have 5 
consider is: ae What does: food buymanship mean to ,the producer? ig 


That is a vital question in food dankoese educa ti 5na1 work, fon he 0: 
ducer can be a big obstacle, unless he understants’ how the te aching’ o 
buymanship can result in considerable benefits to hin, pARoen est vasy for 


to get the ron ‘idea and put hinself in opposition to” education21 vork 
sehen if 


But I have yee to meet a producer who doesntt agree that good food buyr 
ship will enable people to a appreciate quality when they see it, and tha 
appreciation is to his benefit. For’ people are then more willing to pay 
extra handling, the extra care, and the extra work required in the type — 
ing and marketing that insures quality products. mt a Tag 


"gba Roba buymanship means that the ‘purchaser not only” recognizes quali 
and is willing to pay for it, but also that he takes the product home careful 
keeps it in good condition and prepares it well, so that the | results Li: 
are apparent - on ae tent! table as’ well as in ‘the ficld or, pon, the food 


Since many producers are: also retailers, selling at, the: farm and fo) 
side stands, Some of the things LT ein saying under this group héading 
also been yvut in the previous sectton about reta ilers, But it should’ be er—- 
stood that: they appli y to both groups, the retail store people and the Bik. ler. 
who sells at ties insofar a a concern the effects on the seller 


Better Marketing 


Good Dounce on the part of the buyer makes some demands ‘on the ¢ 
Sloppy selling cantt be justified, And there probably would be less dena 
mixed qualities and for the lower utility packages. More producers woul 
it necessary to put into practice some of the things POY SEP OG SEV e. Ni 
have been cone in eens ohana for some time. 


Producers sometimes raise this question - hYyou tell consuners what a: “th 
best quality tomato, for example. Then, they will’ ee 
and we can't grow all best quality siete: or 


“I don't agree with that conclusicn, You can have Zood utility of sma. 
size ‘items, of items that lack the color of the best, and even of itens: 


fo cheaiag in the United tates oe the Cet with price of secondary 
id ration, In fact, I think it was at last warts marketing school that 
3@ figures were brought out. by one of the speakers. pegs five to fifteen 


“in theip golection, They buy Nereead items or those that are so plentiful 
se are gone pales RES: ejbedl cats The rest oD pes Nation's food © 


of a food product of varying Size, at raadel de pet Bina ‘Worcester, pro- 

i have been selling small potatoes at 45cents a peck. These are good 

y: potatoes, not. junk, but they are small in size. And, because they are 
ae. aren't considered the most desire ble pee But they do have 


The Braman’ size potatoes have been selling at 60 cents. ‘And the very 
ones have been priced at 40 cents. Those prices may have changed now, 
nt's the way they were a 2m, weeks aco. 


On these roadside stands, there are three different prices for potatoes, 

ree different classes of potatoes offered to the consumer. That's good 
ess for the buyers and good business for the sellers too. But keep in 

that before any of these potatoes were offered Fe or sale, the poor utility 
es had been taken out. 


In ene City of peeeon, there is a big market for potatoes at a lower 
than they can be bought now, At least, there are many people who main- 
there is. These potatoes wouldn't have to be the best grade potatoes. 
aller size ones at a lower price would sell in certain sections, where 


en 


e now buy something other than potatoes, 


Good buynanship means. specific buying. And for the producer that means 
cific packaging. But it doesn't always mean fine sorting. . 


Take asparagus for example, Any good, average-size stalk of asparazus is 
nt for home use. ake out the so-called "snoestrings" and "jumbos" .,, 


1e quality is the same. Everyone at the table doesn't have to have the same 


a ee eecrants it's a different story. Restaurants want asparajus 
kk: the same size. They want to be sure that when you ‘vet asparagus 
ou Pe tis same size stalk as the fcllow next to you who put down the same 

am: nt of money for is meal as you did for yours. 


Pte offer anther Crean It's. desirable Ae HEA some difference 
: ott ; 


iehy 
f 


b ripe ne you are a) ie use aa 
Hi 


But if you're making salads in a restaurant, and you're using all of the 
tomatoes today in those salads, you'll want them all to be ripe, He ripe 


Bae iy ae Pood. bapmenee te. “the: ae f consuners ¢ ork 
tage of producors through better understanding 0 of what quality 
through a willingness. to. pay for-quality, through ain understandin, 
neha attored: ae nae Ghat: ie nee quality. oie eg biag Wiimote 


is producta @ 
oe inn “while ron are. in ue reta ay secre ie order ea Lint \in qual 

doesn't do any, good for..a farmer to crow quality Anto his ‘corn: or. carrots. .or 
eggs, if the, Li cute ae bd a that quality through are handl n ane 


sy i) 
4 Sarat : 
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Feat aL te 


“Now: we, Dive. come. A ne Portes and last oe our roups, “Hore the questi 

is.- what does: food buymanship'mean to the people who. work: wee >} 
Letts: consider that first from the :cneral ‘viewpoint. vee and then, 5; 
fron: ‘the point -of .view.of. etenaion workers,” 


iho they are. | going. to “eee Hood re Lense stale or af ie are. goin 
assist consumers to improve their ficod ea A they must thems 
a good knowledge of what it is all about, They have to know something | 
position. of the: producer, the handler, and the consumiér ... in the, whole 
of food HARARE ae hea: have: Le be fluent pier ar ee 


it is “constant Boe ie ‘And Au ‘peo oile who Dene een consumers e tnte acane fi 
up with those changes. It!s not a matter of. learning soncthing one t 
resting on that knavledge for the rest of our LEE 6 bots ‘keeping up 1: 
dynani.c, thing, ane. thing that is constantly changing in some respects. ; 
gradually changing over . ai relatively Fong: period of tine in other. respec s 


‘They. riust Meeseriite. ies Hina as: euek an art as so a lesnans 
and it has all of the complications of Salesmansinip ... but at the same t3 
all of the chances of success that salesmanship. does, | They. must. know- the 
that make a good salesman, as well as the things: that make a good Son 

Some of. the work in marketing ‘education’ ‘involves providing inf 
Other parts: of. it concern the see emg os principles. 


iu ee PS eh $a 


eta 


ple ey Workers 


As far as Extension agents are concerned, sonic of. the work, as: dir C 
through the efforts of the Home. Demonstration Agent to the wonen. of the 
whether you. eall: them homemakers , ‘kitchen executives, or One 


It's. ae Apa of a woman. ay bO+a: good tone But var is het 
tional role in the home. She spends most of the fanily income. . And 


The ‘part of the iixtension horkorcy in 
is very ‘real and ps responsible, 


, 
} 


’ tee 


aidi ing hor to iriprove food uyiaa, 


fenily a better ses stoani ky a eh: 
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aa Teaching ; 7000. food buyranwhip offers a medium for putting across many 
the objectives of hone demonstration Extension work. Take nutrition and 


U ae 
ee aaa for | ep hS In food ea ho og gerd et Pace tars as- 


oe or a uel xo goiaah Pte, enables the ees ae to teach noted: 
while » providing help needed to solve food eee gen PROBL GIS « 


Bice. for it is a ea of common interest and neni of all consumers, 


whether they live on a farn, in the slums of a city, or on the right side of 
the railroad BEES in a suburban’ town. © 


Good Bond niarichis to the Home Demonstration Agent is the subject— 
tter through which she can support the cfforts of the Agricultural Agent in 
Me s work with producers ... for the aims of quality emphasis in his work pre- 
ypose a consumer who can recognize and appreciate quality and what it took 
peecince BG. 


‘Men agents need to know what makes a good buy. Coan the point ort viow | 
ae consumer ,.. and then relate that to what is produced, if the pcople 

y serve are to continue as successful producers. They need to anticipate 
anges or modifica tions in preferences of consumers, They need to understand 
@ position of the handler, and the problems the hendler or retailer has in 
chandising and in protecting perishable items, If they work with producers 
io do roadside stand selling, they need to know a great deal ab. ut retailing 
qa the retailer. 


| Food buying to thom must mean an understanding of the entire marketing 
ieCCS tre 2 or all Of production, all. of -processing, and all of distribution 
Sar aimed at satisfying the consumer or "buyman." 


Food buying must mean to them. an awareness of the relationships of 
sumer preferences to the production problems of producers. They must know 
consumers will take packaged spinach twenty to one over bulk spinach ... 

1d will continue to do so even when both are placed side by side with the bulk 
fauch better baryjain ... and then that the spinach packagers con't want local 
inach for packaging, because producers won!t harvest it the way they want it. 
ey need to kmow why consumers prefcr California carrots to Massachusetts 

es ... and how the percentage of locally crown carrots has decreased sharply. 
ey need to know why it. is almost impossible to sell certain varieties of 

uits or vegetables in certain localities. 


5 Fovud buymanship means, too, a realization that the days are over when 
an extension agent's field of interest can be limited to the production of a 
crop. For, with transportation what it is, with production areas so close to 
suming centers, it is just as important to assist a farmer to market his 

op and set a return from his investment, as it is to help him grow it. | The 
mmer can lead to a good living. The latter can end in bankruptcy. | 


‘Yout ve ppohably come to' hoe cénelusion! vane heaters | ‘now a 
been ‘presenting is not something new. Youlve probably heard it a. 
form or another: haul eS No doubt, you've practiced i of. the Ce: 
enunciated. -'- 


£52 a am aware of that. 
facts brid relate them ‘to each: hele ware organize bien sonanan 
aging anewer the broad queers of ; what ee buymanshiip MEANS ». 
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aeite school erityideiaee the retail a teas ‘acSimed tal 
stand what goes-on inside the retail store 73 te explain the place 0 
tail store in food marketing ... and its implications, in your own, woi 
it be with bance as or consumers. 


The. school was’ designed: to help those present bt opdieuaiane) ce 
the Pep Eanes and the responsibilities om. Shee cake. in OUR. capes 


thet the vetatd. stone is the erossponde of. Hee ee avenues. “Th: 
Soot where ee ee effort, bags handler 's- el eore and hee con 


producer dnc: ae TE helt and ‘for ote of a8, itis there? rare ne 
see the ‘size. of ‘the educational task in food marketing that challonzes &x 
and everyone else who is working with consumers and peodungre 3 and han Orgs * 
Gvod food -buymanship is the symbol of that ee Fei, ” 


